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 摘   要 
 
市场经济带动了房地产行业的蓬勃发展，使得房地产行业成为国民经济中
的重要组成部分。房地产作为特殊的商品，是人们生活中不可缺少的一部分，
所以需要对房地产投入更多的关注，对其进行研究，以此来保证房地产行业的
稳定健康发展。本篇论文在市场需求的背景下以哈尔滨天邑房地产项目——天
邑澜湾为具体的案例，对其市场营销策略进行分析研究。力求使哈尔滨市天邑
房地产项目——天邑澜湾在竞争激烈的市场大潮中保持竞争优势。 
本篇论文便是针对天邑澜湾项目营销从市场的角度去进行分析研究。论文
的第一章主要是对研究背景及意义、研究方法、思路进行介绍；第二章对市场
营销相关理论进行介绍，阐述市场营销理论以及 STP 理论，作为文章的理论基
础；第三章对哈尔滨道外区营销环境进行分析，通过外部营销环境调查，对哈
尔滨道外区的政策、经济、房地产发展、房地产市场进行调查分析；通过内部
营销环境调查对房地产行业竞争关键要素以及天邑澜湾项目基本情况进行分
析；通过天邑澜湾项目竞争力分析对项目领导力、产品力、品牌力、营销力、
执行力以及资源力进行阐述；并对天邑澜湾项目进行 SWOT 分析；第四章对哈尔
滨天邑澜湾项目目标市场定位于营销策略选择。通过天邑澜湾项目产品、价格、
渠道以此促销进行调查，阐述其存在的营销方式单一、品牌管理落后、营销人
员素质不高的问题；通过 STP 策略、产品策略、价格策略、渠道策略、促销策
略的制定，使得天邑澜湾项目营销策略更加完善。第五章对哈尔滨市天邑澜湾
项目营销策略实施建议；通过建立全面的营销管理品牌形象“三化”策略以及
提高营销人员执行力，从而使天邑澜湾项目能更好的进行营销，为企业创造更
多的经济效益。 
 
 
关键词：哈尔滨；房地产；营销策略；天邑澜湾项目 
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 Abstract 
The booming market economy led to the real estate industry, the real estate 
industry has become the national economy the important component of real estate as 
a special commodity, it is life an indispensable part, so the need for real estate 
investment more attention to the research, in order to guarantee the real estate 
industry healthy and stable development. This thesis in the market demand in Harbin  
City  District real estate projects –Tian Yi Lan Wan for the specific case, the market 
marketing strategy analysis research. In order to make the Harbin  City Da  real 
estate projects –Tian Yi Lan Wan in the fierce competition in the market tide in the 
sustained and healthy development and growth. 
    This paper is based on the analysis of Tian Yi Lan Wan project marketing go 
from the perspective of the market. The first chapter is mainly about the background 
and significance, research ideas, research methods and innovation are introduced; the 
second chapter introduces the related theory of marketing, the market marketing 
theory and STP theory, as the theoretical basis of the article; the third chapter 
analyzes the marketing environment of Harbin City, through the external marketing 
environment investigation of Harbin City, policy, economy, real estate development, 
investigation and analysis of the real estate market; through the analysis of the basic 
situation of the internal marketing environment survey of key elements of 
competition of the real estate industry and global competitiveness through the garden 
project; Tian Yi Lan Wan project analysis of project leadership, product, brand, 
marketing force, described the execution and resource capacity; and the global 
garden project SWOT analysis; the fourth chapter Harbin Tian Yi Lan Wan project 
target market positioning in the marketing strategy selection,, STP strategy, product 
strategy, price strategy, channel strategy, promotion strategy Through the Harbin 
Tian Yi Lan Wan project product, price, channel promotion to investigation, 
elaborates the existing single mode of marketing, brand management,  
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marketing personnel quality is not high; the fifth chapter The marketing strategy of 
Harbin City Tian Yi Lan Wan project implementation suggestion,; implementation, 
through the establishment of marketing management brand "three" strategy and 
improve the marketing staff execution. In order to make the Harbin Tian Yi Lan Wan 
project to promote the marketing, to create more economic benefits for enterprises. 
 
 
Keywords: Harbin, Real Estate; marketing strategy;  Tian Yi Lan Wan  
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